Introduction
Tourism has been accepted by the South African government, business and labour as one of the key drivers for the creation of wealth and economic empowerment (GCIS 1999) . This is supported by the fact that internationally tourism is acknowledge as one of the world's fastest-growing industries (Shaw & Williams 1994; Cooper et al. 1993; Kerzner 1995; Anon 1998) . As further support to the latter, the World Tourism Organisation (WTO) forecasts that the number of people travelling internationally would increase to 1.6 billion by the year 2020 (World Bank 1998; WTO 1998 WTO , 2001a . If the target as predicted by the WTO is reached it would result in an increase in the next seventeen years of almost $2 000 billion a year (Van Zyl 2000) . Fraser (1999) forecasts that South Africa's tourism industry will grow by more than 5.5 % between 1998 and 2010, which is better than the predicted 4.1 % of the global market. It is also estimated that arrivals will increase from 6 million international tourists arrivals in 2000 to 30.5 million in 2020 (WTO 2001b) . The African continent can treble the size of its tourism industry by 2020 if proper efforts are made. This will result in forecast tourist arrivals of 77.3 million to Africa. On the African continent, South Africa attracts the most overseas tourists, which makes tourism one of the largest industries in South Africa (WTO 2001b) . Research indicated that tourism in South Africa contributed approximately 4.6 % to the Gross Domestic Product (GDP) the past four years. In 2002 tourism arrivals increased by 16 % ranking it one of the highest growth rates in the world (Thornton & Feinstein 2002; GCIS 1998) .
For the overseas as well as local tourists scenic beauty and wildlife remain the major tourism attractions that South Africa has to offer (GCIS 1998; GCIS 1999) . It is a fact that 80 % of nature conservation in South Africa is taking place on privately owned land such as game farms (Eloff 2000; Fox & Du Plessis 2000) , and according to Bothma (2002) there was a 2.5 % increase in land utilised for game farming from 1998 to 1999. The latter translates into a 300 000 ha per year increase for the purpose of game farming tourism. Flack (2002a) states that it is estimated that the conversion rate from cattle to game farming in 2002 was nearly 500 000 ha, which is 200 000 ha more than the 1998 to 1999 increase. Table 1 indicates the number of exempted game farms in South Africa (exempted in this context implies that these game farms have permission to hunt within their boundaries), as well as the surface area.
From Table 1 it is clear that the Limpopo Province has the most game farms (2 484), followed by the Northern Cape (986) and thirdly the Eastern Cape (624). When considering the total surface area that is exempted, the Northern Cape outperforms the other provinces by 4 852 053 ha. The reason for this is that the Northern Cape's carrying capacity is lower, therefore more land is needed for the same number of head of game as for example in the Eastern Cape.
In 2000, it was estimated that there were 7 000 privately owned game farms in South Africa with a total surface area of 16 million ha (Ebedes 2002) , of which only 5 061 were exempted game farms, with a surface area of 10 364 154 ha (Erasmus 2000) . Research conducted in 1993 indicated that the surface area of exempted game farms constituted 8.5 % of the total agricultural land in South Africa, which increased to 12.5 % in 2000, with a total of 1.7 million head of game (Eloff 2002a; Erasmus 2000 statistics showed that 13.3 % of the agricultural land was used for game farming, while national and provincial game reserves only covered 6 % or 6.1 million ha of land in South Africa (Flack 2002; Van der Walt 2002) . If one adds up the total land used for wildlife tourism it is almost 20 % of South Africa's total surface area.
As a significant surface area is set aside for the purpose of game farm tourism, the question arises whether this is productive land use. Therefore the aim of this paper is to determine the economic value of game farm tourism in South Africa, and to achieve the aim the paper is organised in four sections. The first section deals with an overview of game farm tourism. In the second section the methodology is discussed, and thirdly the economic value of the four pillars of game farm tourism is analysed. Section four sets out the conclusions about the economic value of game farm tourism drawn from the study.
Methods
Methodology used in this research consists of a literature study and a survey.
Literature study
The literature study was done in order to collate the latest data on game farm tourism provided by PHASA (Professional Hunters Association of South Africa), Nature Conservation and trophy hunting in South Africa respectively. In other words all existing data, which included the growth of hunting and game sales, were consulted. Previous research done in the Eastern Cape on game farms was also included (Radder et al. 2000) . The literature study was done to determine the economic value of the four pillars of game farm tourism, which include breeding of rare game species and live game sales, hunting, processed game products and ecotourism expenditure (Van der Merwe & Saayman 2002), and these are described next.
Breeding of scarce game species and live game sales Eloff (1999) describes game farming with scarce game species as game farming where the emphasis is more on the production of the scarce game species with the aim of selling them again to other game farmers. Animals that are classified as scarce game species include buffalo, black rhino, sable antelope and the endangered roan antelope, just to name but a few. Live game sales or auctions imply the selling of game (endangered and not endangered) at auctions.
Here farmers have an opportunity to bid on game species that they are interested in.
Hunting
Hunting is defined by nature conservation as follows: In relation to any wild animal, it means by any means whatsoever to hunt or search for, to kill, capture or attempt to kill or capture, or pursue, follow or drive with intent to kill or capture, or to shoot at, poison, lie and wait for or wilfully disturb (Eastern Cape Province 1974). Hunting can be broken down into trophy hunting, biltong hunting, bow hunting and bird hunting. However, for the purpose of this paper only trophy hunting and biltong hunting (of which bow hunting forms part) will be discussed. The reason is that hunting is the single biggest economic contributor to game farm tourism.
Processed game products
Venison or game products are currently mentioned regularly as potential market resources for game farm owners in South Africa (Bothma 2002) . Processed game products imply that excess game is killed for their meat (venison) to produce meat products such as, biltong, salami, chilli bites, dry wors and venison for restaurants.
Ecotourism
Koch (1995) describes ecotourism as 'purposeful travel to natural areas to understand the cultural and natural history of the environment, taking care not to alter the integrity of the ecosystem, and producing economic opportunities that make conservation of natural resources beneficial to local people'. Van Wyk (1995) defines ecotourism as 'an enlightening nature travel experience that contributes to conservation of the ecosystem, while respecting the integrity of the host'. The latter emphasises the concept of an experience. This forms the backbone of tourism and tourism products should be developed in order to provide for a special experience.
The following are some ecotourism activities that can be provided to tourists on a game farm: 
Survey
Secondly, research was conducted in the form of questionnaires. Game farms were randomly sampled from the database of the North West Parks and Tourism Board. Two surveys were conducted, one among game farm owners and one among tourists visiting game farms.
Of the 340 exempted game farms in the North West Province (according to the North West Parks and Tourism Board's database) it was decided to select every ninth game farm in order to obtain a 10 % sample. These game farms were then visited in person during July 2002, and all questionnaires were hand-delivered and collected.
The second questionnaire targeted tourists visiting a game farm. A random sample was also drawn from the database of the North West Parks and Tourism Board, of which ten game farms were prepared to participate in the research. The criterion used was that these game farms had to have a well-developed tourism infrastructure. The latter includes proper accommodation and ecotourism facilities in order to attract tourists. An average of five questionnaires per game farm were personally handed out to visitors during the weekends of 30 August and 6 September 2002. 50 (n = 50) questionnaires were received back from the respondents. Research by Radder et al. (2000) done in the Eastern Cape was also used. Radder et al. (2000) conducted a survey of 616 questionnaires among local hunters, 107 of which could be used (17.4 % response rate).
Results
The results as mentioned earlier will be based on the four pillars of game farm tourism, namely hunting, breeding scarce game species and live game sales, processed game products and ecotourism expenditure in order to achieve the aim of the study.
Breeding scarce species of game and live animal sales
Live game sales and the breeding of scarce species are the second biggest generator of revenue for game farm tourism. During the 2000 season live game sales generated R180 million of the gross income of the South African game farm industry (Eloff 2002a; Eloff 2003) . This represents a total of game sales and not only sales at auctions. Analysis of game auctions over the past ten years revealed an average increase of 9 % per year. The turnover per year grew from almost R9 m in 1991 to R105 m in 2002, with an average growth rate of R38 million per year over 12 years (Table 2) .
Live game sales stabilised during the 2001 season but there is a growing demand, especially for scarce game species. The more common species did show signs of price maturity, although new record prices were recorded (Bothma 2002) .
The fact that the demand for scarce game species is still on the increase leads to an encouragingly intensive system of production of these animals. It is interesting to note that the prices of male animals are generally lower than those of females, the reason is simply that the latter can be used better for breeding purposes, unless they are of exceptional trophy value. As the number of scarce animals increases, it will eventually lead to a lower market price but they will still have a high trophy value, much higher than their meat value (Eloff 2002a (Eloff , 2002b . Table 3 indicates the average price increase or decrease of the different game species over the past ten years. Table 2) . The five game species that showed the largest increase in sales in 2000-2001 were as follows; tsessebe (60.9 %), springbok (31.2 %), sable antelope (24.2 %), nyala (20.2 %) and Burchell's zebra (13.9 %) (Eloff 2002a ; Table 3 ).
Hunting
Hunting is the biggest generator of income for game farms and for the purpose of this paper can be divided into two types, namely trophy hunting and biltong hunting.
Trophy hunting
According to Table 4 From Table 4 Table 5 , the amount that hunting generated was R117 m in 1996, and it increased to R237 m in 1999, which includes only trophy hunters that made use of PHASA-registered professional hunters. Therefore, these statistics are regarded as the official trophy hunting statistics.
It is interesting to note that the number of trophy hunters and non-hunters-person who accompany the hunter but does not hunt-remained the same, i.e. 7500, in 1997 and 1998, although the amounts spent were less in 1998. The reason for this may be that the price of game increased from 1997 to 1998. The amount generated then increased from R156 871 650 in 1998 to R 238 158 000 in 1999. It is also important to take into consideration that the rand weakened against the dollar during this period and that only PHASA outfitters were recorded (PHASA 2000) .
During the 2001 hunting season, trophy hunters hunted a total of 32 246 animals over a total of 53 532 hunting days sold (Table 6) . When the average daily rate of $350 is taken and multiplied by the number of hunting days sold, it adds up to almost R225 million.
The total for accommodation and hunted species combined adds up to R532 million (Table 6 ). The high demand among foreign trophy hunters for hunting in South Africa might be due to a favourable exchange rate as well as an increase in the wildlife population following the establishment of wellmanaged game farms. 
Biltong hunting
According to Radder et al. (2000) biltong hunters tend to spend the amounts listed in Table 7 when visiting game farms in the Eastern Cape. Radder et al. (2000) indicated that the average length of stay of biltong hunters is two days and that the average size of a group consists of four hunters. Table 7 clearly illustrates that most money spent on a hunting trip is spent on game, followed by accommodation and refreshments. Hunters tend to spend R300 on daily tariffs and R200 on (Radder et al. 2000) .
Based on the 18 000 registered members of the South African Hunters and Game Conservation Association, the total amount generated by them for one hunting trip per year is approximately R36 m. This is just the tip of the iceberg, the reason being that most of the biltong hunters in South Africa are not yet registered members of the latter association and that each province also has its own hunting association, apart from the lattermentioned national body. Therefore, more research still needs to be done to determine the real economic value of biltong hunters to game farm tourism in South Africa (A. van Dyk pers. comm.) .
Processed game products
The potential for the production of venison as a legitimate form of wildlife utilisation, especially in the more arid regions of Africa, has been recognised for a long time (Bothma 2002) . Surplus game, usually females, which were not hunted during the season, can be used to supply processed game products to exclusive markets, both overseas and in South Africa. It is important to make these products exotic for the customer. The fact that there is a global movement among humans to live healthier can be an important marketing factor to help sell venison, because venison has a very low fat percentage. Both smoked and fresh processed game products are sold to restaurants and hotels (Gouws 1999; Brits & Herselman 1988) .
When game (venison) is compared with domestic herbivores for meat production, game cannot compete because domesticated herbivores have been genetically bred and selected for many centuries specifically for meat production. The advantage that game has over domestic herbivores is the fact that they offer a wider diversity of products. There are at least 45 types of wild herbivore in southern Africa, of which many occur more or less in the same ecosystem (Bothma R3 192.65 2002). Meat production also generates the lowest income of all the pillars on which game farm tourism is based. The gross income for meat production sales was estimated at R20 million in 2000 (Eloff 2002a ).
Ecotourism expenditure
The literature study confirmed that little research has been conducted on ecotourism expenditure in relation to game farm tourism. It is therefore difficult to determine the real economic value of ecotourism on game farms. However, a pilot study done in the North West Province as part of this paper revealed the spending of tourists to game farms set out in Table 8 .
Research done in the North West Province indicated that the average size of groups travelling to/visiting game farms was three persons and that they tended to stay an average of three days.
It is clear that most money spent (Table 8) by tourists was on accommodation and transport per ecotourist group per trip.
The least money was spent on clothing, tobacco, medicine, toiletries and recreation activities. The reason for this is that game farms tend not to have tourist or curio shops where visitors can spend money. Recreation spending is also low as it was found that only few game farms made provision for recreational activities. 
Conclusion
The purpose of this paper was to determine the economic value of game farm tourism. Even though this was the purpose, one cannot but mention also the conservation value of game farm tourism. The latter entails more land for consumptive utilisation, even though some conservationists still cannot perceive the contribution of the consumptive utilisation of game in the form of hunting to both the economy and the tourism industry in South Africa. Something else that also has to be kept in mind is that as a consequence more breeding centres are established throughout South Africa, which has a positive effect in terms of the number of species available.
This paper also showed that even though there are gaps in the statistics of some of the aspects (pillars) of game farm tourism, the latter nevertheless has a significant economic value, as can be seen from the 2000 statistics:
Hunting (trophy and biltong) R568 m Game sales R180 m Game products R20 m Ecotourism R106 m Total R874 m
Over and above the fact that game farm tourism in South Africa generated approximately R874 m, the 7 000 game farms also employ approximately 63 000 people. In order to grow this sector, this research recommends that game farm owners/managers must, as far as possible, implement all four pillars. The ecotourism component should be exploited and opportunities where tourists can spend more money should be created. This implies, for example, providing recreational activities, restaurants and the selling of curios and services. It is also a recommendation of this paper that more research be done, especially into the value of ecotourism and into biltong hunting needs.
